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As we know, airports have part-monopoly character, but this character can’t bring 
high profit to all airports. On the contrary, it may result in too much limits in airports’ 
management, leading airports to ignore how to develop and admin seriously. Presently, 
80% of Chinese airports are loss in financial for lacking of passengers. 
Now, most of Chinese airports have transferred to the local government to manage 
and been run as enterprises. More and more airports begin to pay attention to their 
surroundings, and start to consider how to operate better, and commence to give their 
attention to competition and marketing. It is extremely important to deal with the 
airways, passengers, consignor, government and employees. 
Xiamen airport is the first one to be transferred to local government in all Chinese 
airports, and take the lead in running as an enterprise. Owing to many years experience, 
Xiamen airport has formed a series of advanced airport management mode. Its 
management level and earning capability are in the leading place of Chinese airports. 
Xiamen airport is seasoned in dealing with various relations. 
This thesis is expected to provide some references for Chinese airports and arose a 
lot of thinking by detailed analysis about Xiamen airport’s relationship marketing, 
especially the analysis about how to deal with the airways. 
Firstly, this thesis analyzes the interior and exterior conditions about Xiamen 
airport with SWOT, and then talks about how Xiamen airport carry through relationship 
marketing tactics with clients，copartners，and employees under the enterprise 
stratagem.  In the end, this thesis presents a lot thoughts and advices for Chinese 
airports’ relationship marketing. 
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第一章  绪论 






















截至 2006 年底，我国境内民用航空定期航班通航机场总计 146 个（不含香港
和澳门），定期通航城市 144 个，其中，2006 年旅客吞吐量在 200 万人次以上的机
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理论上来说，机场的年吞吐量达到 54 万人次就可以实现盈亏平衡①）以下的机场
有 94 个，占全国机场总数的 64.38%。②2006 年，全国机场共实现主营业务收入 183.4






















                                                        
① 资料来源：王倜傥，《机场竞争与机场营销》，中国民航出版社，2005 年 11 月 
② 资料来源：2006 年民航机场生产统计公报  http://www.caac.gov.cn/E_PubWebApp/index.aspx 
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有效地提高机场的吞吐量，从而逐步提升机场的赢利水平，是国内大多数机场发
展过程中所亟待解决的问题。 







上一个台阶，2006 年旅客吞吐量达到了 750.20 万人次，这一数字是当年厦门市人
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第二章 关系营销理论回顾与思考 
现代市场营销的发展，大概可作如下阶段划分：20 世纪 50 年代，是消费者营
销；60 年代，市场营销的核心思想是产业市场营销；到了 70 年代，则是社会营销；
























                                                        
① 资料来源：付路阳 王永新 王明国主编《关系营销》，企业管理出版社，1995 年 11 月。 
② 资料来源：邵兵家、于同奎等编著《客户关系管理》，清华大学出版社，2004 年 5 月。本节理论除特别注明
外，均同此来源。 
③ 资料来源：[英]约翰·伊根著，林洪等译《关系营销-剖析营销中的关系策略》，经济管理出版社，2005 年










































                                                        
① 资料来源：吴健安等，《营销管理》，高等教育出版社，2004 年 8 月 
② 资料来源：Christian Gronroos,: Quo vadis marketing? “Toward a relationship marketing paradigm”,[J] Journal of 













































                                                        
① 资料来源：吴健安等，《营销管理》，高等教育出版社，2004 年 8 月 
② 资料来源： [英] 约翰.伊根著，林洪等译：《关系营销》，[M]经济管理出版社，2005 年 7 月 











































                                                        












































                                                        
①资料来源：郭毅 梅清豪等，《组织间营销》，电子工业出版社，2001 年 9 月 
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